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China, as a most dynamic region with the highest potential around the word, is constantly 
favored by international capitals. Enormous market space and friendly investment 
environment attract a lot of multi-national companies to invest in China. Most of these 
multi-national companies have high standard quality products and advanced management 
measures, but due to the unique political and economic environment in China, and rapidly 
changing structure of consumer market, there are always challenges to those foreigners. Thus 
the success of business in China for those multi-national companies greatly depend on if their 
operation in China can comply with Chinese specific national conditions, and most 
importantly, the marketing strategy must adapt to the difference of local market.  
With the development of child passenger safety industry in China, IMMI, a family 
company from United States, invested a new plant in China in 2012. IMMI expects the 
expanding in China market can contribute to the growth of company, aiming enormous 
potential but facing the challenges as well. Under the directing of international marketing 
strategy theories, this paper takes IMMI as an example, analyzing industry status as well as the 
marketing strategy of IMMI in China, combining theories and practices to define the problems 
of current marketing strategy of IMMI in China and suggest some customized improvement 
measures. Based on the research we can make the conclusion that if IMMI expects to succeed 
in China market, they have to totally understand the market, targeting properly and positioning 
reasonably, adopt suitable strategies for product, pricing, channel and promotion, complying 
with the growth target of company. Then they may maintain the competitive advantages and 
create more revenue sources for the company. 
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第二章  理论综述 































































富。科特勒先是在原有 4P 基础上加进权力（Power）和公共关系（Public Relations），




4C 理论是从客户需求的角度，重新设定了市场营销组合的 4 个基本要素，即消


















促销策略是要考虑与消费者沟通的手段与方式。不同于 4P 理论，4C 理论要求企业站
在客户的立场思考问题，更多地着眼于客户和市场，与客户建立起更为密切的相互
关系，这是营销的核心内容。 
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